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It is widely known that the Internet is a universal network to which you can connect via 
a number of devices –computers, mobile phones, PDA, digital TVs and so on. Communication 
through it is constantly increasing and it is part of our daily routine. Companies rely on it as 
well to advertise their products and build strong brands. By the term e-marketing refers to the 
usage of digital media but it also entails electronic management of the relationship with 
customers as well as the digital customer data. 
 
Online marketing is considered to be an indispensable part of e-commerce in our days 
since it can present a company’s profile in a variety of ways, such as via social media, e-mail 
marketing, content marketing, affiliate marketing etc. Fundamental analytics in digital 
marketing is another issue addressed in this thesis. Finally, conclusions and further suggestions 
aiming to create an efficient optimization of some analytics, are discussed at the end of the 
thesis. 
 
As the aim of this study is to analyze and optimize the digital marketing strategy of an 
established Greek shoe company, it is important to know and understand the fundamental 
metrics for this company. At this point, it is vital to mention the importance of social media in 
the fashion industry. The specific industry, was chosen because it captures a great percentage 
of the market worldwide, but also it has an impact online as well. 
 
Consumers have the tendency to shop what they see and like through social media, 
which leads to the conclusion that brand awareness is a very important factor; it is an area that 
has not been analyzed deeply, yet it is very interesting. The question we aim to answer is how 
we can build brand awareness through the social media platforms. 
 
At this point it is important to mention that, due to market problems during the period 
that the writing of this thesis took place, the Digital Marketing Director of the company was 
not available in order to answer our questions and to provide the needed data. This 
misfortune led to change of approach, thus all the data used for the purposes of this research 
come from online sources which are further described in the respective chapters below.
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2.1. Digital Marketing 
2. Literature Review 
 
 
Undeniably, the Web can be an exceptionally effective tool for marketers when it comes 
to building strong brands and becoming competitive. In order to productively use the assets 
provided by Internet, though, companies must make use of the social media as a means of 
disseminating information to customers, getting in touch with stakeholders and finally, 
generating sales. [1] 
 
Marketing communications is becoming more and more unified with the digital field, 
and as result marketers can engage themselves with the customers with the use of social media. 
This can happen in two ways: 1. by performing as a digital or interactive company, and as a 
result stabilizing or enhancing the high levels of digital marketing use, or 2. by employing 
different kinds of social media communication so as to augment the use of digital marketing. 
Every attempt in this sector should end up in increased participation, solid relationships with 
customers, and successive customer participation. [1] 
 
2.1.1. Definition of Digital Marketing 
 
Digital marketing is the marketing of various products or services through the use of 
digital channels in order to communicate with customers. The main aim is to advertise brands 
via different versions of digital media, such as e-mail, web, wireless media and so on. It is 
worth noting that digital marketing further applies to channels that do not demand the use of 
the Web. Specifically, it entails mobile phones (both SMS and MMS), search engine 
marketing, social media marketing, and any other feature of digital media. [2] 
 
The majority of pioneers in the field believe that “digital” is not merely another medium 
for marketing. A new approach to marketing is needed as well as a better understanding of a 
customer’s needs and behavior. For instance, companies should analyze and evaluate the 
amount of applications downloaded on mobile phones, the value of tweets on Twitter, likes on 
Facebook, etc. [2] 
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2.1.2. Digital Marketing: importance & benefits 
 
The advantages of online marketing as stated are numerous. Firstly, the lack of 
difficulty in its use, secondly, the possibility for expanding knowledge, and further, a 
company’s inner and outer relationships. Some marketing managers deem that the Internet is a 
channel through which one can get information about a customers’ consumption trends and 
choices whereas some other claim that the Internet facilitates to identify and predict negative 
reactions by customers or markets. Even though being digitally present has its benefits for the 
firm internally, these are not so significant to marketing managers. [1] 
 
An important feature that differentiates the digital world from that of the traditional 
ones is the easiness with which clients can share practical information, both with a group of 
close friends and with a larger group of strangers on a widespread social network. In the digital 
world, clients have the opportunity to post comments and reviews about a firm’s products, 
services on the firm’s websites but also at other closely related websites and social-networks, 
and eventually these comments and reviews reach a much larger audience. [3] 
 
Results show that communication is of vital importance in digital marketing. 
Nevertheless, digital marketing is not restricted to a mere message; it further extends to creating 
connections with customers and it serves as an effective tool for creating, developing, and 
managing strong brands. People use the Internet to make their customers actively participate 
and interact with the company’s social media, thus enabling and improving communication. 
[1] 
 
2.1.3. Consumers and Digital Marketing 
 
It is true that the digital space permits people to share information, amuse each other, 
and promote communication among a wide range of cultures. Taking into consideration a 
customer’s point of view, the use of technologies that promote communication has a number 
of advantages, such as: productivity, ease, affluent information, a wider range of products, 
competitive prices, discounts, and variation in products. These assets are reinforced by using 
the social media. For instance, one can easily ask others’ opinions about a product through the 
social media. In this way, the consumers show that they 
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esteem more peer judgments rather than a company’s promotions, illustrating a shift of what 
is persuasive and what is not. [1] 
 
In contemporary, versatile environments, consumers are stormed with information 
about products and services. Merchants that use the social networking to communicate with 
their clients by giving targeted information and providing value, stand out and are able to 
create long-lasting relationships with their customers. With the use of technology merchants 
can aim at a specific group of customers. On the other hand, consumers can make better 
decisions because they are better informed about products and services. Of course not every 
decision the consumer makes is based on thorough search and detailed decision procedures. 
Some of them are spontaneously, made while being in a shop or even online, usually 
influenced by strategic visual presentations. [4] 
 
In the process of buying the retailer is given a great amount of information, such as: 
transactional data (price, quantity bought, shopping basket composition), customer data (age, 
sex, occupation), and environmental data (the weather-temperature). As a result, the retailers 
can reach effective conclusions about consumer behavior, predict better and thus design more 
attractive offers and evolve tools that prompt consumers to buy their products. Therefore, big 
amounts of data can generate effective processes of customer consumption and participation 
that lead to bigger profits. [4] 
 
But in order to make out the effects of digital technologies, it is essential to understand 
the purchase process that is comprised of three stages: the pre-purchase, the actual purchase 
and post-purchase stage. All of those stages are in constant change due to new environments 
and devices. The way consumers get informed, search and process information is influenced, 
and thus, decision assistance can affect the new environments. [3] 
 
When consumers go through the stages in the buying process, they move with 
perception, familiarity, attention, evaluation, and purchase. If they value the product positively, 
they will eventually become loyal customers of the brand. In typical offline environments the 
buying process can take time, especially when it comes to the evaluation stage, while in the 
digital space these stages can be easily skipped. [3] 
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Bearing in mind that there are numerous channels in digital marketing, we focused on 
the three most significant ones, which are as follows: 
 
 
2.1.4.1. Social Media 
 
 
The social media environment functions as a market-space where both customers and 
retailers exist and interact with each other but also along with other exchange coordinators, all 
in complicated ways. The constant development of social media represents a great chance for 
companies to advertise themselves. Recently, it is noted that companies seize the opportunity 
to start cutting-edge business models and to improve consumer relationships via social media. 
Yet, the increase of social media has been a challenge as well for the marketing managers. [5] 
 
2.1.4.2. E-mail Marketing 
 
E-mail marketing is used as a means to support the sales sector and also as a way to 
augment the site visitors. It is about sending targeted messages of commercial and non-
commercial content to a thorough list of receivers’ e-mail addresses. Newsletter or electronic 
newsletter is also a tool of e-mail marketing. They are usually sent to registered customers, in 
HTML layout, and are considered to be an up-to-date, inexpensive and well-known marketing 
tool. [6] 
 
E-mail marketing is generally the most practical form of direct marketing on the 
Internet. It is cheap, yet productive form of communicating with current customers. 
Currently, marketers make use of both these channels, so as to enhance website traffic and 
sales earnings. In case e- mail marketing, is used it is essential to maintain some significant 
metrics for a fruitful e-mail campaign. Such metrics are: Delivery Day, Open Rate and Click 
through Rate. [6] 
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2.1.4.3. E – WOM 
 
 
Another form of online interaction that has been researched thoroughly is the online 
review (i.e. user generated content and electronic word-of-mouth, or eWOM). As the 
conventional word of mouth, eWOM entails all the information a customer has about a product, 
its usage, as well as suggestions, complaints, and it’s generally considered accurate and 
dependable. What’s more, eWOM might be more updated and analytical than offline word of 
mouth, and it is more reachable. Due to eWOM’s significance, a number of studies have been 
conducted over the past few years, dealing with issues such as: the motive behind eWOM posts, 
their effect on sales and what influence they have on other posts and reviews, further, the 
recognition of the so known “influencers”, that is the most influential people in the network. 
[3] 
 
During the last few years, industrial firms’ investments on digital marketing actions 
have been increasing because of the importance of digital marketing for a company’s 
profitability. To be more specific, around 26% of a company’s total marketing budget goes for 
marketing campaigns. Investments in DM are encouraged by the fact that they can easily be 
measured in comparison to those of conventional marketing. Still, alterations in consumer 
behavior and cost effectiveness are to be taken into consideration when it comes to investments 
in DM. As regards the customers and the fact that they communicate with firms via digital 
channels, marketing managers have understood the need to identify these interactions and 




Analytics is a key element when it comes to studying digital marketing. In order to use 
analytics and get the desired results it is important to be imaginative and think strategically. 
In order to find out what is happening examination of the key words is needed as well as time 
allocated on the site, duration of visits to the site and a visitor’s loyalty. Whether if the home 
page is often visited, then this means that it is efficient. If it is not so frequently used 
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or it has back and forth and it doesn’t provide links to other sites, then the page is probably a 
failure. Being able to understand why something is going wrong on a website is considered a 
major management asset. [8] 
 
 
2.2.1. Definition of Analytics 
 
The term analytics refers to methods used to examine and get intelligence from a big 
amount of data. Therefore, big data analytics can be seen as a secondary process in the general 
process of ‘insight extraction’ coming from big data. [9] 
 
 
2.2.2. Categorization of Analytics 
 
2.2.2.1. Web analytics 
 
 
As the word suggests, web analytics (WA) refers to the “calculation, collection, 
analysis and finally summarizing Internet data with the aim of comprehending and improving 
Web usage”. The WA data serve as a means of understanding how consumers behave in online 
environments, it measures their reactions to DM stimulation and further it helps improve DM 
conduct that support customer behavior. [7] 
 
2.2.2.2. Text analytics 
 
 
This technique refers to selecting information from textual data. Some examples of such 
data which are employed by organizations are: emails, blogs, newsfeeds in social networks, 
news, answers to surveys, online forums, collective documents, etc. Text analytics allow a firm 
to turn big volumes of human – generated text into detailed reports, which assist decision-
making based on evidence. Thus, text analytics require statistical analysis, data-processing 
linguistics, and machine learning. [9] 
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2.2.2.3. Audio analytics 
 
 
Audio analytics examine and select information from unregulated audio data. When 
spoken language is used, then audio analytics is also mentioned as speech analytics. [9] 
 
2.2.2.4. Social media analytics 
 
 
When regulated and unregulated data coming from social media channels are analyzed 
then we are referring to social media analytics. Social media as a term include a range of online 
platforms that permit their users to produce and exchange information. Social media fall into 
numerous categories: The well-known social networks (Facebook, LinkedIn), blogs 
(WordPress) microblogs (Twitter, Tumblr) social news (Reddit, Digg), social bookmarking 
(e.g., Delicious and StumbleUpon), media sharing (e.g., Instagram and YouTube), wikis (e.g., 
Wikipedia and Wikihow), question-and-answer sites (e.g., Yahoo! Answers and Ask.com) and 
review sites (e.g., Yelp, TripAdvisor). [9] 
 
2.2.2.5. Predictive analytics 
 
 
As the name suggests, predictive analytics foresee future results that derive from 
historical and present data. They can be implemented to all disciplines, from making 
predictions about the malfunction of a jet engine dependent on the stream of data from 
numerous sensors, to foreseeing the consumers’ next steps in relation to what they purchase, 
when they purchase, and additionally what they comment on social media. [9] 
 
2.2.3. From Analytics to Google Analytics 
 
Google Analytics is a costless service offered by Google to whoever is the owner of a 
website which records in detail the traffic data, consumer behavior comprised. Google 
Analytics sends the collected website traffic data to the analytics server through a tracking code 
that is on the website and is triggered by a customer’s entrance on someone’s website. On the 
whole, Google Analytics is used simply to monitor the traffic of a website and to improve the 
user experience. [10] 
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2.2.3.1. How GA works 
 
Google Analytics, needs to paste some of the computer code into each web page of the 
e – shop that the user wants to keep track of. Google Analytics starts tracking the e – shop as 
soon as the pages (which have the tracking code inserted) have been uploaded. [8] 
 
2.2.4. Google Analytics: importance & benefits 
 
The data that come out are saved by Google and are available any time to the managers 
to compare them and make improvements so as to render the websites more efficient and 
further organize effective campaigns. The data can be also used to indicate which pages on a 
firm’s website are mostly visited, what kind of information visitors seek for, what is the route 
the visitors go through in order to reach the website and exit from it, how long they stay, etc. 
The data are not saved on the visitor’s computer nor do they include any individually traceable 
information. [8] 
 
2.2.5. Metric data 
 
What can also be used in order to determine general trends as regards the usage and 
which documents or information or features of website consumers find the post practical, is the 
metric data. For instance, a software firm that decides to give more direct guidelines to its 
visitors and lead them to an online help forum. Another example could be an educational site 
which would like its students to easily access information on courses, decreasing thus the 
weight on the advisors’ shoulders to respond to common questions. [8] 
 
2.2.6. Key Performance Indicators 
 
Key performance indicators, are the metrics which we need to measure in order to have 
a fulfilled knowledge of the performance of the company. Below we provide a table with some 
of the most important ones: [11] 
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The estimated number of people who visited the website 
Average time 
on site 
The average of all users’ time on the website 
Bounce rate Bounce rate is the percentage of visits that come to a website and leave it 
without continuing to other subpages. Bounce rate is a measure of visit 
quality and a high bounce rate generally indicates that site entrance 
(landing) pages are not relevant to visitors 
Depth of visit The number of page views of one visitor per visit. The depth of visit is a 
measure of visit quality. A large number of high page views per visit 
suggests that visitors interact extensively with the website. 
Disseminatio
n rate 
Percentage. Absolute unique visitors × home country visit 
rate/population in the country 2010 (Eurostat, 2011) 
Home
 countr
y visit rate 
Percentage. Portion of the visits from the same country as the national 
website (with e.g. for Fineli, it is the visits from Finland) 
Keywords The keywords that were used when the website was accessed via a search 
engine result page 
Landing page The web page on a website where the visitor “lands” first, i.e. the web 
pages which the visitor meets first when entering the website 
New visitor A new visitor is a visit by a visitor who has not been recorded previously. 
A high number of new visitors indicates strong visitor recruitment 
New visit rate Percentage. The share of the new visitors of total visits 
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Page views Page views is the total number of pages viewed on the website and is a 
general measure of how much the website is used 
Returning rate Percentage. The share of returning visitors from total visits 
Returnin
g visitor 
A returning visitor is a visit by a visitor who has been recorded 
previously. A high number of return visitors suggests that the website 
content is engaging enough for visitors to come back 
Time on site The time a visitor spends on site. One way of measuring the visit quality. 
If visitors sped a long time visiting the website, they may be interacting 
extensively with it. However, time on site can be misleading because 
visitors often leave browser windows open when they are not actually 
viewing or using the website 
Traffic 
source 
Direct traffic Visits from people who clicked a bookmark to come to the website or 
who typed the website's URL directly into their browser 
Referring sites Visits from people who clicked a link to the measured website on another 
website 
Search engines Visits from people who clicked a link to the measured website on a search 
engine result page 
Visits The number of visits the measured website receives is the most basic 
measure of how effectively the website is promoted 
Visitor loyalty The number of the repeated visits by returning visitors. Loyal visitors are 
usually highly engaged with the brand of the website and a high number 
of multiple visits indicates a good customer and visitor retention 
Table 1: KPIs 
17 | P a g e 
Sofia Saropoulou | Digital Marketing Strategy in Fashion sector 
 
2.3. Fashion Sector 
 
 
2.3.1. Digital Marketing & the Fashion industry 
 
With the advent of technology and more specifically the emergence of Internet, the 
conventional relationship between a customer and a merchant has been set on a different 
basis. The brands had to reconsider their marketing strategies and generally the media has been 
reactivated. Before the emergence of the Internet, the media was mostly addressing a passive 
audience which was just flipping through the pages of a magazine to be informed about fashion 
for example. Fashion brands used to set up their strategies around cyclical, periodic campaigns. 
[12] 
 
Yet, media nowadays is completely different. It is not about addressing passively to an 
audience though magazines and print campaigns but across a network of platforms where 
consumers actively participate and form mutual, harmonic relationships. According to Ortelli 
“Online, you don’t completely own your way of communicating, because people can copy and 
paste, they can comment and share and so really it becomes an ecosystem.” [12] 
2.3.2. How shopping has been affected through Digital Marketing/Statistics 
Consumers and digital device 
 95% of the luxury consumers hold a mobile phone, whereas the rest of the consumers 
reach 60%, despite their age. 75% of those considered wealthy consumers own more 
than one devices. 
 Luxury consumers, are separated in Generation Y or Millennials (18-35years) and 
Baby Boomers(>65years) own more or less the same amount of mobile phones and surf 
the net about the same time, that is around 15 hours per week, for amusement only. The 
different generations of course use the social media differently. 97% of the Millennials 
against 71% of the Baby Boomers. 
 Women mostly shop online, reaching 60% approximately. 
 Regarding the online shopping habits, consumers choose to do it via their personal 
computer (83%) over the rest 17% which prefers other devices. 
 There has been an increase in the use of mobile apps, around 15% in 2014, which 
accounts for a total of 40% of the e-commerce. [13] 
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Online influence in the process of buying 
 In 2013, 40% of extravagant shopping was affected by online searching of various 
articles in the digital social media, which eventually led to a purchase in store. 
 In 2015, research has shown that in three out of four purchases, even if they were held in 
shops by the consumers, they were affected by online campaigns. [13] 
 
 
2.3.3. How Digital Marketing has affected the fashion industry 
 
2.3.3.1. The Blonde Salad – case study 
 
 
Chiara Ferragni’s “The Blonde Salad” blog 
is one of the best examples to examine in the fashion 
industry and how she managed through her blog and 
digital marketing to build a strong independent 
company. Starting her blog in 2009 without knowing where this would lead her some years 
later, she then used to upload outfits on a daily basis in multiple social media platforms. Her 
reputation was gradually rising and only one year later she was invited to her first fashion 
show, something really important considering the fact that back then, at 2010, it was not usual 
for fashion bloggers to be invited to attend fashion shows. 
 
Back then it was unlikely for many brands to know what a fashion blogger was, as 
Ricardo Pozzoli said, the co-founder of “The Blonde Salad”. Through her daily posts, she 
answered to her followers’ comments and messages, and she managed to create engagement 
and loyalty with them in a short period of time. On October 2009, she created the blog and that 
was the actual starting point. After one year, in 2011, the TBS was founded by her and 
Pozzoli, until then none of them would believe that from just one fashion blog they could build 
an entire career and that it would be a full time job. It is also really important to mention that 
Chiara Ferragni was chosen for the 30 under 30 in Arts & Style by Forbes in 2015. 
 
It is worth mentioning that she is one of the most famous bloggers worldwide, with 10 
million followers on Instagram. The specific social media platform is the one which became 
“the most used instrument in the fashion industry almost overnight” as Pozzoli referred to. 
Ferragni’s blog hit 140.000 views on a daily basis in 2013. True fact is that by using Instagram, 
she could interact with her followers in real time. 
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In the upcoming year (2011) they understood that they needed a change and so they 
restructured their digital marketing strategy. In the year 2011 – 2012, they restructured the 
website from being only a blog to a lifestyle magazine, and expanded their team with more 
employees, with strong working background. Nowadays, the website includes also an e – shop, 
where Ferragni’s followers can shop from clothing to phone cases. 
 
From “The Blonde Salad” case study we can only assume (or understand) that the 
power and influence that the digital marketing has on the fashion industry is too strong and 
that content and its quality are crucial. This case study is an excellent example as mentioned 
before, because it is rare and not very easy to create a new company with such revenues (in 




2.3.3.2. The case of Prada 
 
 
“Digital is just the latest example of the 
need for clearer strategic thinking at Prada.” 
 
 
Prada is a well-known Italian luxury brand, which faces some economic difficulties the 
few last years. One of the main problems, due to all others, is that the company didn’t give the 
appropriate attention to the digital world as it should have. In 2014, Prada’s chief executive 
stated “It’s not that I am skeptical, it’s that I have more important things to do, like opening 
stores, for example”, talking about the e – commerce part of the company. 
 
The example of Prada, is a good one so as to understand that the digital part and 
specifically the digital marketing is very common nowadays and it is here to stay. Everyone 






1 Harvard Case Study: The Blonde Salad, Chiara Ferragni. Case study for fashion/digital marketing 
20 | P a g e 
Sofia Saropoulou | Digital Marketing Strategy in Fashion sector 
 
2.3.4. Analytics & the Fashion industry 
 
It is an undeniable fact that for many decades, people used to collect and develop data 
so as to comprehend and systematize the world. During the analog age though, gathering and 
analyzing data was considered expensive and time-consuming, which meant that statisticians 
were obliged to work with small data samples. 
 
When everything became digitized, this automatically marked a new era of 
transformative shift. Today’s population generates daily around 2.5 quintillion bytes to 
perform a number of tasks, from Google search inquiries to social media updates and various 
other transactions. A much larger amount of information can now be gathered and processed, 
extracting conclusions and creating new values on which consumers, businesses and 
governments can rely in order to act and communicate. [15] 
 
2.3.4.1. Business cases 
 
 
“Awear Solutions”, is an example of a company which has incorporated an innovative 
marketing strategy. They have come up with the unique idea to reward their customers for 
buying their products and the results showed that as regards the post-sale product behavior, 
consumers remained loyal, and sales were repeated. Controlling the power of IoT and big data 
analytics, permit firms to interact, engage and give prizes to their customers when they 
purchase their products. 2 
 
A new, powerful native ads platform, named “E-Contenta”, uses actual brand’s 
content from joint websites and blogs. The algorithms that run the system are able to identify 
online users’ behavior, any reading process that has preceded, and content metadata. Then the 
system chooses the most closely related article from the brand’s content and passes it on to 
each user in real time. The conclusion is that businesses acquire brand loyalty and an 
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At this point, we must mention the researchers and the study each one of them has 
performed. We created a table, in which we summarized the authors, the questions they tried to 
answer through their work and the findings of every question answered, also the methodology 
and theories they used to achieve their scope. The table is provided in the Appendices 
(appendix 1 & 2). 
 
2.5. Research question 
 
 
In this chapter, the main scope was to make a relevant research regarding digital 
marketing, analytics and how these two factors affect the fashion industry. Having done the 
appropriate research, it is safe to say that the findings, of this analysis, are mostly relevant to 
how these analytics are collected, how they affect the performance of a company, but also 
which is social media platforms’ role in a company. As the aim of this thesis is to analyze and 
optimize the digital marketing strategy of an established Greek shoe company, it is important 
to know and understand the fundamental metrics for a company like this one. At this point it is 
vital to mention the importance of social media in the fashion industry. Consumers have the 
tendency to shop what they will see and like through social media, which leads to the 
conclusion that a very important factor, is brand awareness; an area that has not been analyzed 
deeply, yet very interesting. The question is “How we can build brand awareness through 
social media platforms?” 
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In this chapter the methodological procedure of this study is presented. This includes 
the collection of the primary data as well as their validation. A detailed flow diagram of both 
qualitative and quantitative research is presented based on the case study of Tsakiris Mallas, a 
shoe company based in Greece, followed by the interview questions. 
 
3.1. Thesis Outline 
 
In figure 1, the structure of this research is presented, divided in 6 steps: 
 
 
  Figure 1: thesis outline 
 
 
The first chapter’s scope is to make an introduction about the subject analyzed in the 
specific thesis, it demonstrates the field of interest and also it gives an overview of the study. 
 
The second chapter refers to the Literature Review part. The theoretical framework 
provides the reader a significant background in a literature study in the field of digital 
marketing, analytics and how those two apply to multiple companies of the fashion industry. 
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In the Literature chapter, we concluded to the research question, which is the main scope of 
this study. 
 
The third chapter explains the choice of the method used to gather the data needed for 
this study and the procedure followed in the selection of articles. It is explained how the 
research is conducted and executed. Also, this chapter, describes how the qualitative and the 
quantitative research approach are conducted for the scope of the study. 
 
The fourth and fifth chapter analyzes and discusses all findings of this research and try 
to cover the objectives of this study answering all questions arisen. This study is based on 
empirical data gathered from the interview which was held with the firm that is performing in 
the fashion industry. Furthermore, as regards the company’s analytics, data is combined and 
afterwards the theories are under examination so as to reach to conclusions. 
 
The sixth and last chapter summarizes and comments on the study of this paper, 
presents the implications/conclusions, but also the limitations of this study. 
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Figure 2: flow diagram 
 
 
The literature review, contributes in finding the question arisen for this study. The 
main question deriving from the literature review is “How we can build brand awareness 
through social media platforms (in fashion sector)?” 
 
The industry that this research is focusing on is the fashion industry. More 
specifically, to complete the study, analytics are collected from a shoe company which 
operates in the fashion industry. 
 
Part of the methodology is to gather information, which will derive from the company. 
To do that a questionnaire was created and an interview would be made through a Skype call 
with the company. The questions that would be asked to company’s Marketing Manager were 
chosen according to the company’s digital marketing and were structured after a research 
through scientific papers and articles. 
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The tools that will be used for this study are Google analytics and Similar Web for 
analyzing the company’s performance on digital marketing and its competition. Also, Google 
Global Market Finder and Consumer Barometer to analyze customers’ behavior. Those three 
tools are the most appropriate to use, in order to better understand customers’ behavior while 
surfing the Internet and how they react on multiple situations, e.g. what keywords are the most 
commonly used when searching for a shoe, which other websites do they visit, etc. 
 
3.2. Research Methods 
 
The research will be conducted using both the qualitative and the quantitative approach, 
since both are needed in order to have the appropriate findings. The qualitative gives the 
empirical knowledge of the company, what they do, how they do it, etc., while the 
quantitative research approach gives data for 1-year period that derive from Google analytics. 
 
3.2.1. Qualitative research 
 
Qualitative Research is mainly a scrutinizing research. It is employed when there is a 
need to acquire knowledge as regards some of the fundamental reasons, views, and 
motivations. It sheds light on the problem or facilitates to cultivate ideas or hypothesis for 
further quantitative research. Qualitative research is still used to reveal trends in the consumer’s 
way of thinking and their views, and get a deeper understanding of the problem. In order for 
qualitative data to be collected, a variety of methods are being used, that is either semi- 
structured or unstructured techniques. 
 
Qualitative research focuses on investigating and interpreting “…the meaning 
consumers either as individuals or groups assign to a socially or humanistically originated 
problem”. This approach is described as one from which you acquire knowledge of issues by 
exploring them within their own precise context and the interpretation that individuals make of 
them. Qualitative research puts emphasis on deciphering meaning from the individuals’ 
experiences and thoughts- it distinguishes “…. meaning, purpose or reality”. Qualitative 
approaches are normally described as introductory, based on assumptions that reality is 
constructed from the society, that variables are fluctuating and as a result they cannot easily be 
measured, they are complicated and mixed, that there is supremacy of subject matter and that 
the data amassed will be shaped by an insider’s opinion. This specific method of research which 
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appraises distinctiveness, culture, and social justice, gives a vast amount of information which, 
although erratic in nature, is contemporary. 
 
Beginning with the qualitative research, an interview with the company’s Marketing 
manager would be made. The interview questions that are directed to fulfill the purpose are 
connected and based on how social media contribute to the company’s general strategy, social 
media, the competition and the future plans. For the interview, which would have taken place 
over a Skype call, the questions were simple, open – ended and to the point. Through the 
interview some conclusions would be made, which would help in having a comprehensive 
picture of how the company moves through its social media. 
 
The interview questions that are based on the company’s general strategy, digital 





- Who is in charge for the social media (inbound/outbound)? 
- How do you promote your brand among your employees? Are there any values that are aimed 
directly towards the employees? 
- Which is your most important brand value? And why is it the most important one? How do you 
think that value contributes to your competitive advantage? 
- Do you create events (either small or big) to create a buzz on social media? 
- Have you noticed that brand recall and brand recognition has increased since you implemented 
social media? 
- How do you work with your brand today in traditional media? Do you work with a PR firm 
that manages the traditional media? 
 
Digital strategy questions 
 
- Do you keep all your social media properly updated? 
- Which is the strategy you follow on your social networking sites (e.g. Facebook)? 
- How do you respond on bad reviews, or you don’t respond on bad reviews/comments at all? 
- Do you have any relation with fashion influencers/brand ambassadors? 
- Do you work with celebrities? 
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- Do you create content for every season, so you have material and be able to easily update your 
accounts? (or you repeat last year’s strategy?) 
- Which is the strategy you follow on your blog? 
- Do you use sales period as advantage for your digital marketing strategy? 
- Do you respond to each one of your customers in a short period of time? 
- Do you use LinkedIn to post news about the company and the industry, or new job openings? 
- How is your brand represented in the emails? 






- Who are the biggest competitors/threats through social media and in general? 
- Which of the social media that the company is active on, is important, and why? Which of 
these social media do you consider to contribute most to your competitiveness? 
- Has competitiveness changed since you implemented social media and how is it affected? 
- When it comes to competition today, what is your absolute most important asset for you? 
How/why could social media change this? 
- If you took a decision today to not establish social media at all, how do you think it will affect 





- What are the future plans you would like to achieve in the upcoming year? 
- What are the future plans you would like to achieve in the next 5 years? 
- Have you thought of any changes you would like to make regarding your social media? 
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3.2.2. Quantitative research 
 
Quantitative research is employed to measure the problem by triggering empirical data 
or data that can be turned into useful statistics. As a method, it is used to measure attitudes, 
viewpoints, behaviors, and other specific variables-and provide extensive conclusions from a 
larger scale population. It also makes use of quantified data to create facts and reveal figures 
in research. In comparison to qualitative research data acquisition methods, quantitative ones 
are far more structured. 
 
Quantitative research is considered to be a determinable approach to research. The 
researchers occupied with it deem that there is an objective reality, free of any examination. 
Furthermore, they hold the regard that this reality can be separated into smaller, controllable 
pieces, for the aims of the study, that the specific reality can be comprehended. Within those 
smaller subgroups close examination and observations can be made and assumptions can be 
tested and copied in connection to the relationships among variables. This approach is 
characterized by the researcher putting a theory into practice, process which is simplified 
within a particular hypothesis, and then it is tested. Conclusions are then reached in 
connection to that hypothesis, after a number of observations and processing of data4. 
 
On the other hand, the quantitative research approach will give the preferable analytics 
for this study, aiming to analyze and optimize the company’s brand awareness. In order to 
fulfill this scope, we need specific data and to collect them, an excel file with all the desirable 
metrics was made and sent through an email to the company. Specifically, we divided each 
social media in different excel sheets and for each one we recorded the necessary metrics. 
The three main categories are; social media networking sites, blogs and reviews. Each category 
has its subcategories, which are for the networking sites; Facebook, Twitter, Instagram, 
Pinterest, LinkedIn, YouTube and Google+, for the Reviews; inbound and outbound for the 
Blog. From the metrics that the company would give us access to, some were selected and 
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Here we provide four tables with the desirable metrics that will contribute in 
addressing the main research question of the specific thesis. 
 
 
Metrics: Social Media Networking Sites 
Facebook Twitter Instagram Pinterest 
Followers Likes Followers Pins 
Likes New 
followers 
Impressions Re - pins 
Post Reach Hashtags Reach Reach 
Shares Re – tweets Profile views Number of Visitors 
Engaged Users Mentions Clicks to email Visits to the website 
Unique Visitors Referral Website clicks  
Page Views Traffic from 
Twitter 
Demographics  
Page Preview  InstaStories - Views  
Actions per page 
(action button clicks, 
phone number clicks, 
website clicks, get 
directions) 
 InstaStories - 
Impressions 
 
People Reached  InstaStories - 
Hashtags 
 
Event Page Views    
Video Views    
Demographics    
Table 2: metrics 1 
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Metrics 
LinkedIn YouTube Google+ 
Number of followers who 
find and engage with the 
company 
Views Click Through Rate 




Number of Sessions per User 
Page Views 
Pages/Session 
Average Session Duration 
Bounce Rate 








Content Likes Traffic sources Google Analytics: Behavior 
Page Views 
Unique Page Views 
Average Time on Page 
Bounce Rate 
Exit Rate 
Demographics   
Table 3: metrics 2 
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Metrics: Review Pages 
Inbound Outbound 




Number of Sessions per User 
Page Views 
Pages/Session 
















Google Analytics: Behavior 
Page Views 
Unique Page Views 






Table 4: metrics 3 
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Unique Visitors Referrals 
Blog Shares Blog Shares 
Brand Mentions Brand Mentions 
Total Visits  




Number of Sessions per User 
Page Views 
Pages/Session 
Average Session Duration 
Bounce Rate 








Google Analytics: Behavior 
Page Views 
Unique Page Views 
Average Time on Page 
Bounce Rate 
Exit Rate 
Table 5: metrics 4 
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3.3. Different approach 
 
We have already communicated with the Digital Marketing Director, but due to market 
problems, it was not feasible to answer the questions in the specific period. This fact led us to 
follow a different approach. We used every available tool online to find the appropriate data 
and the rest of the information needed, derived through the company’s website and its social 
media. 
34 | P a g e 
Sofia Saropoulou | Digital Marketing Strategy in Fashion sector 
 
4. Case Study Analysis 
 
A very important sector of the fashion industry is the shoe industry, which covers quite 
a big share of the fashion industry in Greece. There are two main categories of companies. The 
first one refers to companies with shoes as their main products and the second one includes 
companies of the fashion industry, whose activity expands beyond shoes, and includes 
clothing, accessories, etc. For this thesis, the case of Tsakiris Mallas shoe company was 
studied, a company that represents the first category. The specific company was chosen 
because of the lack of brand awareness through its social media presence. 
 
4.1. Brand Analysis 
 
 
4.1.1. The brand – Tsakiris Mallas5 
 
Tsakiris Mallas, is a Greek shoe company, which operates in Greece and abroad since 
1969. It soon became one of the most pioneering and innovative companies in the fashion/shoe 
industry. Its collections are made to be feminine, with high quality and exceptional designs. It 
is worth saying that Tsakiris Mallas is a leading shoe company in the Greek market until today. 
It maintains a quite big network of wholesalers, has its own stores, but also franchises. Its 
presence abroad includes countries such as Italy, Spain, Turkey, Hungary and Germany, also 
USA, Saudi Arabia and Australia. Moreover, the company has its subsidiaries (second lines) 
which are, Exe and Seven, which are growing and become recognizable. 
 
With physical stores and online presence, Tsakiris Mallas is a company that stands out, 
for the sophisticated fashion creations, aiming at a contemporary audience. 
 
The firm’s collections are powerful, passionate and reflect sensuality and romanticism. 
Maintaining its trends in a creative way state-of-the-art, the brand always tends to keep the 
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As mentioned above, the target group of the company is the contemporary audience. 
More specifically we observed the following age groups; children from 1 to 7 years old, men 
and women from 25 to 55 years old. The main target groups the company focuses on are 
women, from 25 to 34 and 35 to 44 years old, who appreciate products with unique quality, 
design and also products that suit their lifestyle, interest and image. 
 
Nevertheless, the shoes are not a simple product of sophisticated aesthetics. Thus, the 
materials used for Tsakiris Mallas products are not only chosen after careful thought and are 
treated far more than simple ones, but mainly as a form of communication with the female 
soul. Tsakiris Mallas’ main differentiations from other footwear companies are the quality it 
offers to its customers and also the price. The products’ prices refer mostly to customers who 
are willing to pay more than the average for shoes and accessories, and for that reason the 
target group is limited because of the price range. 
 
4.1.2. Digital Strategy & Presence 
 
The company has a strong digital presence, which consists of an e – shop and social 
media presence in multiple social media networking sites. Additionally, the company uses e – 
mail marketing, remarketing and dynamic remarketing, affiliate marketing, creates paid 
advertisements and greatly focuses to SEO6 marketing, something that is highly observable 






















6 SEO: Search Engine Optimization 
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Tsakiris Mallas maintains a strong promotional strategy. The company takes very seriously the 
promotion and advertisement of its products and targets the customers accordingly. Apart from 
the official Tsakiris Mallas stores and e – shop, the company’s products are also available 
through third party e – shops (e.g. myshoe.gr) and physical boutiques. Moreover, the company 
takes advantage of all the possible methods someone can exploits in order to advertise its 
products or services through Facebook and Instagram, such as carousel, call to action button, 
etc. 
 
Furthermore, the company participates in multiple events that deal with fashion, such 
as fashion weeks, and the ones that deal with social issues. The most recent example is the one 
which happened during October, where the company provided free health examinations in 
every woman employee, older than 40 years old, due to the fact that October is known as the 
"Breast Cancer Prevention & Information Month". Moreover, the company creates its own 
events for the promotion of new products or campaigns. Some of them are public events, and 
some are private. An example of a private one, is the event that took place in September, when 
Tsakiris Mallas hosted a lunch, in which the company introduced the new products on its 
associates. 
 
Also, Tsakiris Mallas collaborates with other companies of the fashion industry, like 
MIRO, Stelios Koudounaris and Celia Kritharioti, for fashion shows and events, and also its 
products are promoted through magazines’ fashion editorials. Finally, the brand collaborates 
with stylists who work for Greek TV shows. In this way the company gains more 
recognizability from its customers, while consumers are usually influenced by the people who 
wear the products and they tend to buy what their favorite TV show hosts wear. 
 
4.1.2.1. The E – shop 
 
 
The most important digital channel of the company is the e – shop. For this reason, we 
believe that despite the fact that the main scope of this research is on how the brand awareness 
is affected through social media, we additionally conducted a small research regarding the e – 
shop. 
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Tsakiris Mallas is a company with a very well structured e – shop; simple to navigate, 
with filters for the products, search field and call to action buttons in the homepage. It also 
includes all the necessary information regarding communication and the locations of the 
physical stores. Moreover, the website includes a pop – up window which appears once the 
user visits the e – shop, for signing up to a newsletter and the creation of an account. Last but 
not least, the website is mobile friendly. 
 
4.1.3. Social media networking sites 
 
Except for its main site, the company, also has presence in multiple social media 
networking sites, review pages and blogs. After the research we did on each online social 
network site, we observed that the company does something really vital, which is to connect 
the networking sites with each other. For example, when uploading a tweet on Twitter, the 
firm links it with the Facebook page. 
 
After further research on the company’s social media, we must say that the content in 
all platforms is relevant to the fashion industry, to its products and everything else related to 
the brand, such as events, backstage video of photo-shoots, video of the new campaigns, etc. 
 
4.1.3.1. Facebook – Instagram 
 
 
We have to mention that the company takes advantage of Facebook’s benefits to the 
fullest. Firstly, the page is updated daily with pictures or videos of the products and is 
connected with other social media platforms, such as Instagram, Twitter, Pinterest and 
YouTube. Also, it maintains the “about” section updated, providing contact information, there 
is a link to the e – shop, and also gives the mission and a sum up of the brand. Additionally, 
there is a “shop now” button, which redirects the customer in the e – shop. Moreover, it 
provides a “community” section, in which customers can upload anything related to the 
products and the customer services, or write their review. 
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Moving on, the company’s Instagram account has been switched to a business account 
and is updated daily with photographs, videos or Gifs and InstaStories. Also, Tsakiris Mallas 
provides useful information in bio, such as the phone number, e – mail and location. 
Furthermore, there is a link which directs to the e – shop and a summary of the company is 
given. The brand uploads posts on a daily basis, making regular use of the new feature of 





It is widely known that YouTube is one of the most trending7 social media platforms 
of the latest years. The company is active on this social media for three years now, but it is not 
used in a monthly basis. The uploaded content includes videos from campaigns, backstage, and 
interviews from employees, while they have attended an event on behalf of the company. 





Despite the fact that there is the 140 – character limitation on tweets, the company uses 
other ways to create longer posts. A great example is that links to other accounts of the 
company are used (e.g. Facebook) instead of writing a tweet, where there are no limitations in 
post’s characters and the post can have a longer description regarding the content the company 
wants to share. 
 
4.1.3.4. Other social media networking sites 
 
 
Tsakiris Mallas maintains four other social media networking sites; Pinterest, 
Google+ and LinkedIn. To begin with, Pinterest, the account has not been active since the 
campaign of 2013-2014. Moving on, Google+ is the only social media which is inactive and 
the profile has no structure. Last but not least, the brand has a business page on LinkedIn, where 
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The social media networking sites that Tsakiris Mallas is present and the amount of 
followers each platform has are presented below (table 6). 
 
 












In figure 3, a pie chart is provided and visualizes the findings of table 6. It is clear that 
the most followed pages are Facebook and Instagram and we can only assume that are the ones 























         Figure 3: presence on social media networking sites
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4.1.4. Digital goals 
 
Every company sets some digital goals, to achieve. For Tsakiris Mallas these are: 
 
 Increase of sales 
 
 Increase of brand awareness 
 
 Engagement with customers 
 
 Increase of traffic to channels 
 
For the scope of this study we mainly focus on the brand awareness goal and how we 




Furthermore, we made a hypothesis regarding its long term objectives, which are: 
 
 To enter new markets 
 
 Creation of a mobile application 
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4.2. Competition Analysis 
 
 
It is widely known, in the fashion industry that the competition is huge, for this reason 
each brand should be aware of its main competitors and their strategies. Tsakiris Mallas has to 
deal with many competitors, some of them have physical stores and online presence, while 
some others have only online. For the purposes of this study, we chose to analyze both of them, 
because we believe that customers nowadays tend to shop more through the Internet than they 
used to. 
 
The main competitors for Tsakiris Mallas shoes, who have physical and digital presence 
are Migato shoes, Bozikis shoes, Luigi shoes and Nak shoes, while the two most well-known 
competitors with only online presence are myshoe.gr and factoryoutlet.gr. As mentioned 
above, Tsakiris Mallas’ main differentiations from other footwear companies are the quality it 
offers to its customers and the price. The products refer mostly to customers who are willing 
to spend money for shoes and accessories, something that leads to a limited target group. 
 
4.2.1. Competitors’ digital presence 
 
Nowadays, almost every respectable company in the fashion industry, has digital 
presence. All the competitors have social media presence. After a further research on every 
social media networking site they use, one can only observe that all of them have more 
followers on Facebook and Instagram (table 7). 
 
It is worth mentioning that most of them collaborate with Greek or foreign bloggers, in 
order to get more followers. Apart from sending the bloggers products to advertise them, they 
also do collaborative giveaways, or create events in which the bloggers make an appearance. 
They update their social media regularly, some of them maintain a blog and some of them do 
not. 
 
On the one hand, competitors like Luigi footwear, Bozikis shoes and Migato shoes aim 
to lower quality shoes and accessories, and this is something that obviously affects the price of 
the products. The main differentiation of these three competitors is that their prices are low and 
consumers prefer to spend less and have more, than own fewer products with better quality. 
On 
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the other hand, competitors like Nak shoes, have higher prices but the quality is not as good as 
Tsakiris Mallas, so Nak’s products are overpriced without being value for money. 
 
As far as the two digital competitors are concerned, factoryoutlet.gr and myshoe.gr, 
have many brands and a range of prices, so their main differentiation is focusing mainly on the 
multiple choices of products. 
 
4.2.2. Competitors’ social media presence 
 
4.2.2.1. Competitors with both physical stores and online presence 
 
 
All four competitors have a social media presence, their accounts are active and updated 
daily. On the table (table 7) given below, we are focusing on the number of the Internet users 
who follow them in different media channels. This information is useful and vital to us, because 
we want to know where their visitors come from. 
 
 
Migato Bozikis Luigi Nak 
Facebook: 238k Facebook: 176k Facebook: 330k Facebook: 292k 
Twitter: 4.8k Instagram: 33k Twitter: 184 Instagram: 152k 
YouTube: 134  Instagram: 54.6k Twitter: 10k 
Pinterest: 521  YouTube: 83 YouTube: 681 
Instagram: 86.4k  Pinterest: 122  
Tumblr  Google+: 66  
Table 7: competitors’ social media presence 
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4.2.2.2. Similar Web 
 
 
We used Similar Web, a tool providing information for the competitive companies, and 
enables us to observe where they get the traffic from as well as what is the engagement of their 
customers. According to this tool results are presented for the competitors, during the last three 
months (from August to October 2017): 
 
 
 Bozikis Migato Tsakiris 
Mallas 
Luigi Nak 
Total visits 846k 772k 671k 1.3m 908k 





































visitors      
 
Average visits 
     
duration 00:05:11 00:04:31 00:04:32 00:05:38 00:04:32 
 





































Marketing mix:      
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Google 31.66% 32.23% 54.60% 30.98% 33.82% 
search/organic      
 12.36% 25.37% 11.92% 19.84% 10.62% 
Direct      
 5.80% 3.41% 11.41% 7.09% 5.51% 
E – mail      
 17.19% 14.71% 7.66% 14.10% 4.41% 













search/paid      
 13.16% 7.94% 9.73% 27.92% 14.37% 
Social      
 1.25% 1.68% 2.95% 0.07% 10.11% 
Display ads      
Traffic Share 













Table 8: competitors - Similar Web results from August to October 2017 
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The pie chart provided, visualizes the findings regarding the total visits given on table 
8. Luigi footwear comes first with 1.3 million total visits for the last three months, while 
Tsakiris Mallas is the one with the fewer total visits, 671k. 
 
Figure 4: total visits - Similar Web results from August to October 2017 
 
 
According to table 9, in relation to the social traffic8 for Tsakiris Mallas and the main 
competitors’ websites, it is crucial to say that, Facebook brought the most traffic for all of them, 




 Bozikis Migato Tsakiris 
Mallas 
Luigi Nak 
Facebook 91.39% 96.06% 94.59% 94.99% 99.44% 
YouTube 4.06% 3.58% 5.41% 4.75% 0.21% 
Others 4.55% 0.00% 0.00% 0.26% 0.34% 







8 Social traffic is the traffic derived from the social media networking sites 
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4.2.2.3. Competitors with only digital presence 
 
 
Regarding, the two competitors, who have only digital presence, in table 10 we 








Table 10: digital competitors’ social media presence 
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4.2.2.4. Similar Web 
 
 
We used Similar Web tool, so as to gain information regarding the digital competitors, 
myshoe.gr and factoryoutlet.gr. We can only observe that these two have higher total visits in 
relation to the competitors with both physical stores and digital presence (see table 8). 
Myshoe.gr has the highest number of visits with 2.1 million in total, for a three months’ period. 
In the following table we present the findings, derived through the use of Similar Web tool. 
 
 
 Myshoe.gr Factoryoutlet.gr Tsakiris 
Mallas 
Total visits 2.1m 1.9m 671k 

























visitors    
 
Average visits 
   
duration 00:04:14 00:05:36 00:04:32 
 

























Marketing mix:    
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Google 18.64% 30.03% 54.60% 
search/organic    
 13.08% 24.52% 11.92% 
Direct    
 14.68% 6.31% 11.41% 
E – mail    
 17.42% 20.41% 7.66% 









search/paid    
 12.44% 4.21% 9.73% 
Social    
 5.01% 5.06% 2.95% 
Display ads    
Table 11: competition - Similar Web results from August to October 2017 
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Figure 5 represents the traffic share of the digital competitors’ websites. It is obvious 
that most of the traffic derives when users visit the website through their mobiles. It is vital to 
mention that Tsakiris Mallas scores the highest mobile percentage (74.35%) in relation to the 
other two. 
 
Figure 5: traffic share for digital competitors - Similar Web results from August to October 2017 
 
 
Regarding the social traffic for Tsakiris Mallas and its digital competitors’ websites, 




 Tsakiris Mallas Myshoe.gr Factoryoutlet.gr 
Facebook 94.59% 93.04% 88.18% 
YouTube 5.41% 6.28% 9.00% 
Twitter - 0.26% 1.08% 
Pinterest - - 0.93% 
LinkedIn - 0.22% 0.48% 
Others 0.00% 0.21% 0.32% 
Table 12: social traffic for digital competitors – Similar Web results from August to October 2017 
Desktop Mobile 
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To define the company’s audience, we must know the brand’s customers’ needs, in 
order to understand them and interact with them in the best possible way. One of the most 
significant needs a customer has, is that he wants to get the best quality in a suitable price. 
Moreover, the customer wants to be in fashion, and has the most recent trend, something that 
is part of Tsakiris Mallas policy. After all, the customers need to buy quality products that 
will reflect their status. 
 
Segmentation is the procedure where we will divide the target groups into sub 
categories according to the customers’ demographical elements like their age, gender, 
income. Furthermore, their geographical location and psychographic characteristics are a way 
of describing audience based on their values, attitudes, aspirations habits including media & 
product consumption, interests and lifestyle. Finally, according to their behavior, there are 
occasional buyers, individuals who seek for a product regarding to its benefit and another group 
of customers is the one according to their loyalty status. 
 
Segmentation according to demographical elements: 
 Age: 1-7, 16-24, 25-34, 35-44, 45-55 
 Life cycle: single, married 
 Life stages: early adulthood, midlife, mature adulthood 9 
 Gender: Male, Female 
 Generation: Gen Z, Gen Y, Gen X, Boomers II 
 Income: Low, Medium, High 
 Social Class: Working, Middle, Upper Middle, Lower Uppers 
 Race and Culture: Everyone living in Greece, regardless race and culture 
 
 
Segmentation according to geographical location: 
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Segmentation according to psychographic elements: 
 Innovators: successful active people with high self – esteem, interested in niche - 
oriented products 
 Achievers: successful people, who focus on career and family, interested in premium 
products 
 Experiencers: young, enthusiastic, impulsive people, who seek variety and 
excitement, want to be in fashion 
 Thinkers: mature, satisfied and reflective people, who seek value in product services 
 
 
Segmentation according to customer’s behavior, when a customer takes a decision is affected 
by some factors, such as: 
 Enthusiasts: skewing female with high average income 
 Image seekers: average age of 35, willing to pay more, the product is the mirror of the 
image 
 Savvy shoppers: they believe they don’t have to spend much money, shopping lovers 
 Traditionalists: with very traditional values, they like to buy from brands that they have 
heard of, their average age is 50 and they are mostly female 
 
 
Other behavioral variables10: 
 Occasion: styling, night out, office look, casual look 
 Attitude: positive, enthusiastic 
 Benefit: in fashion, trends, quality 
 Loyalty status: split – loyal, switchers and for the future we seek for hard – core loyal 
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It is a fact, that the main competitor’s customers are mainly women, so Tsakiris Mallas 
targets mainly women from 25 to 50 years old, but to be more focused the company creates 









Greece Greece Greece 
25 – 34 35 – 44 45 – 55 
Early Adulthood Middle Life Midlife, Mature Adulthood 
Medium, High Medium, High High 
Innovators, Experiencers Achievers, Innovators Achievers, Thinkers 
Enthusiasts, Savvy 
shoppers 
Image seekers, Enthusiasts Traditionalists 
Occasion, benefit, split – 
loyal 
Occasion, Attitude, hard – 
core loyal, benefit 
Occasion, hard – core loyal 
Table 13: Tsakiris Mallas’ segmentation 
 
 
Starting with Segment A, they are women from 25 to 34 years old, living in Greece, 
their income is medium or high, are innovators and/or experiencers. Furthermore, these people 
are enthusiasts and/or savvy shoppers. They are fashionistas and buy products for specific 
occasions, women who want to be in fashion and be benefited from Tsakiris Mallas products, 
follow the latest trends and love themselves. 
 
The second segment, Segment B, are women from 35 to 44 years old, living in Greece, 
their income is either medium or high level, are achievers and/or innovators. They are image 
seekers and/or enthusiasts, shop according to the occasion, they are positive customers and are 
loyal customers. Those women are at the best age to build a career, and/or the family they wish 
to have, they are yoga and Pilates lovers, take care of themselves. 
 
The last segment, Segment C, are women from 45 to 55 years old, living in Greece, their 
income is high, they are achievers and/or thinkers and traditionalist customers. These are the 
ladies who have a successful career, and/or housewives of the upper class. They seek for quality 
and uniqueness. 
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We developed two personas, both for female customers, in order to personalize the 
company’s strategy. 
 
Figure 6: 1st persona (picture from Pexel.com) 
Evagelia is a 31-year-old woman, she is single, works as a model, and she is a celebrity 
with a high level of income. Moreover, she lives in Greece, she is an outgoing person and she 
loves being in fashion.  
 





Master's degree in 
Public Relations 
PR Manager 
Medium level income 








High level income 
Lives in Greece 
Outgoing 
In fashion 
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Patricia is a 28-year-old woman, she is single, holds a master’s degree in Public 
Relations, and she is a public relations manager with medium level of income. She lives in 
Greece, loves to travel, keeps up with the latest trends and she is a fashionista. 
 
4.3.3. Similar Web – Consumer Barometer 
 
From Similar Web tool, we found some keywords, organic and paid, that the 
customers use to search on the web for Tsakiris Mallas when they are online through desktop. 
The keywords are presented on table 14: 
Keywords 
Organic Paid 
tsakiris mallas Exe παπουτσια τσακιρης μαλλας 
tsakiris παπουτσια οχφορδ 
τσακιρησ μαλλασ exe παπουτσια 
τσακιρης μαλλας exe gynakeia papoutsia 
τσακιρης μαλλασ πλατφορμες exe 
Table 14: keywords - Similar Web results from August to October 2017 
 
 
To better understand which is the most valuable and profitable segment and which are 
their needs, we used the tool Consumer Barometer. This tool was used to observe the statistics 
according to the questions below: 
 
 







under 25 yrs 
23% 
12% 
INTERNET USE: HOW OFTEN DO YOU ACCESS THE INTERNET FOR 
PERSONAL REASONS (I.E. ALL NON-BUSINESS OR WORK RELATED 
PURPOSES)? 
55 and over 
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Figure 9: Consumer Barometer - results from The Connected Consumer Survey 2014/15 
 
 
According to Consumer Barometer tool and the consumers’ preferences, we searched 
for answers regarding their shopping behavior while using the Internet. Beginning with the 
smart shopper: the Internet is of paramount importance regarding the process through which 
the consumer goes when it comes to select a product. It is worth mentioning that the 71% of 




How exactly did you first come across this 





Table 15: Consumer Barometer - results from The Consumer Barometer Survey 2014/15 
35-44 yrs, 89% 
25-34 yrs, 95% 
45-54 yrs, 76% 
under 25 yrs, 
100% 
55 and over, 81% 
DAILY INTERNET USE: HOW OFTEN DO YOU ACCESS THE INTERNET 
FOR PERSONAL REASONS (I.E. ALL NON-BUSINESS OR WORK 
RELATED PURPOSES)? 
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Moving on, we conducted a research regarding the local market. Most users before they 
proceed to purchase a product/service, they use search engines to collect relevant information. 
They are more interested in information regarding the price and the opening hours of the local 





Which of the following online sources did 87% search engine 
you use while looking for information 36% business website 
about this business? 31% local discount website 
 27% social networks 
 25% maps/navigation website 
 25% advice/review website 
What type(s) of information were you 30% location 
looking for? 40% hours 
 64% prices 
 24% reviews 
 32% availability 
Please tick the 3 most important factors 49% price 
that influenced your final choice. 28% value 
 38% quality 
 16% proximity 
 25% availability 
 24% past experiences 
Table 16: Consumer Barometer - results from The Consumer Barometer Survey 2014/15 
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Through the results from the above tools (figures 8 & 9) and taking into consideration 
the fact that Tsakiris Mallas states that targets the contemporary audience, we could only come 
to the conclusion that the most valuable segment is segment A; young people, from 25 to 34 
years old. These are the customers who are familiar with technology, use mostly their mobile 
phones and have access on the Internet daily not only for business purposes but also for 










Enthusiasts, Savvy shoppers 
Occasion, benefit, split – 
loyal 
Table 17: selected segment 
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In order to effectively connect with the customers, you must think like one. Most 
companies just collaborate with bloggers and influencers and wait for the customers to discover 
their brand. It might seem like a good idea at the beginning but it is just a part of the strategy. 
If the blogger or influencer stops using the company’s products or even worse the collaboration 
doesn’t end well, the review will be the only thing that the customers will remember. 
 
To engage customers and increase brand awareness for real, the firm must think 
different than its competitors. An example is an out of the box campaign by creating 
something that people will not expect to see and do not know that this campaign will trigger 
them. It is important to create controversial campaigns; social media are all about the image. 
What is being promoted through the digital channels, is what the brand wants to show to its 
customers and the potential ones. 
 
Having done the analysis, we came up with the following improvements and proposals. 
To begin with, the company must strengthen its strategy regarding the sales through the digital 
channels, because sales is the final goal of every brand and it is in fact one of the most 
important factors when there is a need to increase brand awareness. In addition to that, to keep 
taking advantage of every possible discount – day of the year, such as Black Friday and Cyber 
Monday. The company must promote offers and discounts through its social media networking 
sites except for the sales periods. Regarding the case of Tsakiris Mallas, even though it holds 
a Black Friday event, it doesn’t promote it on social media before it happens, but only while 
the event is running. This conveys that the brand does not promote sales events appropriately. 
 
Cross Marketing 
Additionally, we recommend to inform the customers about the digital presence of the 
company by using cross marketing11. In general, this is useful mostly for older customers, 45 
to 54 years old, who are not very familiar with technology and do not use the Internet as much 
as the younger ones. This happens through the physical stores, meaning that a very good way 
to promote digital presence is to print the links of the e - shop and the social media on the 
 
 
11 Cross marketing is a form of cross-promotion in which promotional companies commit to surpassing 
traditional advertisement techniques and decide to include extra appeals to the products they offer. 
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shopping bags. This is a way that actually creates brand awareness for the company, because 
of the WOM method. 
 
We are aware that talking nowadays for traditional marketing is old – fashioned, but 
we do believe that the best way to promote the company and its products is to mix both 
traditional and digital marketing. As stated before, one of the main target groups is women 
from 45 to 54 years old, who may not be very familiar with technology, but are still aware of 
the basic knowledge regarding shopping online. 
 
This proposal derives from the fact that it will be beneficial to help consumers find out 
the satisfaction of shopping online, and in order to achieve this they must be aware of the digital 
presence. Finally, we have to mention, that this suggestion is provisional because we do not 
know if the company already implements cross marketing. 
 
5.1. E – shop 
 
According to our opinion, the e – shop needs to be redesigned. It seems old – fashioned 
and for a fashion company this is crucial. Although, it is a user friendly website, some more 
requirements can be implemented. A great move will be to have an e – shop friendly to people 
with disabilities, mainly those with vision problems. In this way, there will be double profit, 
firstly by being friendly and caring for customers with disabilities, and also it will open a door 
to a wider audience, something that will increase brand awareness. 
 
We would also like to mention something related to the e - shop, which is the 
packaging of the products. This might seem odd, but it is not. The package is the last part of 
the process that has to be taken care of, before is sent to the customers. If the packaging is not 
well presented and carefully designed, it will create bad feelings to the receivers and this 
might lead to losing customers. But if the packaging is excellent, it will be discussed by the 
customer and vice versa, something that can increase brand awareness. Additionally, 
assuming that Tsakiris Mallas does not take advantage of the packaging, we propose to 
include a card, with a thank you note on the one side and on the other to mention where the 
customer can find them on social media. 
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5.2. Social media networking sites 
 
Social media networking sites are different from each other. For this reason, we 




Brand awareness can be increased through engagement on Facebook, while its 
algorithm is designed to expand the reach of the uploaded posts, by depending on higher 
engagement rates. The company must follow a post – schedule. The more likes, comments and 
shares a post might get, the higher the engagement is. Tsakiris Mallas is advised to post 
content that is relevant and is proven to get reactions (e.g. likes and comments). For the brand’s 
Facebook page, the content that brings the highest engagement are photos and videos. We 
suggest to create native and live video content, in this way consumers will have real – time 
interaction with the customers. 
 
There are also some improvements that need to be done. The “welcome” section is not 
used, but it should be. The firm can connect it with its e – shop. Also, it could trigger their 
customers to write more on the “community” section, because after a research on Facebook 




Apart from Facebook and Instagram, Twitter is the next “big” social media networking 
site the company has. On this medium, there is regularity regarding the posts, but a specific 
schedule is not followed, so the company must maintain a schedule for its account as well. 
We recommend to post specific times per week to maintain engagement, as the more tweets, 
the more active the account is. Regarding the content it is the same as on Facebook, photo 
and video have influence on Twitter as well. 
 
It was observed that the company does not use any hashtags. We propose to start using 
them, because they are of high importance for the strategy of this specific social media 
networking site and the customers use hashtags when searching on Twitter. The hashtags must 
be relevant to the fashion industry and the latest trends, and we also suggest to create some of 
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its own, as the two already in use; #TsakirisMallas and #inTMshoes. In addition, the company 
can create more hashtags, for specific periods of time, such as #TMgiveaway and #TMsales. It 
does not have to use more than three to four hashtags per post, because with more it might 
seem as spam. 
 
Creating real – time interaction is important, but to make the customers part of the 
process and actually count their opinion is something much more significant and innovative. 
We urge the company to ask questions directly to its customers through Twitter, or create a 
poll regarding a product or an event. 
 
Another thing that we suggest, is to retweet others tweets, something that increases 
engagement both for the company, but also for the original poster. Retweets must be relevant 





Instagram differs from other social media networking sites, the most important factor 
here is the quality of the content. The analysis of the images and the videos uploaded by 
Tsakiris Mallas must be excellent, because in the end this will be the thing that the customers 
will remember. Hashtags can be used, and even though someone can use up to 30 hashtags on 
Instagram, we advise to use less in the post description and the rest as a comment. The hashtags 
have to be specific, targeted, relevant to the fashion industry and also we suggest to create some 
of its own, in addition to the two already in use, #TsakirisMallas and #inTMshoes. 
 
Moreover, Instagram introduced some new features, one is the Stories, where the 
company can upload images, short videos, and boomerang videos. Through Stories, the firm 
can also create connections other links, such as the e – shop or other networking sites and 
provide more information. Also, to make live streaming videos, in which the customers can 
make comments in real – time. 
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Pinterest is one of the most well – known platforms and has up to 150 million visits per 
month12. The specific social media networking site is a very interesting case for the company 
as it is a platform used mostly by people related to the fashion industry who use it for 
inspiration. Tsakiris Mallas maintains a profile on Pinterest, but it has been inactive since 2014. 
 
After observing the uploaded boards and pins on Pinterest, we propose to erase the ones 
already uploaded and create new ones. We recommend to upload fewer boards with more 
pins, and not the opposite. Regarding the content of each one, it must include pins of the 
products. After all it is a way to promote them and lead the customers through the pins to the e 
– shop or its social media accounts. Furthermore, the company can do the opposite. For 
example a Facebook post can be a pin from Pinterest. In Greece there are many people who 
still are not aware of Pinterest and this is a wayto generate traffic from other social media to 
this platform so as to gain more followers. Moreover, we need to create some inspirational 
boards relevant to fashion, as it is not good to limit the boards only to the products. Customers 
need variety and they are getting bored easily. 
 
To increase brand awareness through Pinterest one crucial factor, as it is also mentioned 
for Instagram, is the quality of the images. This platform is all about visuals and if the quality 
of pictures is low, it can misrepresent the company’s image and push away potential customers. 
Moreover, regarding the description of each pin, there must be used appropriate and relevant 




For Google+, we strongly recommend to delete the account, because it has never been 




Regarding LinkedIn, it was observed that there is a job position uploaded for 7 months 
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the profile with relevant information about the company and to update it only when there are 
new job openings. 
 
Another proposal, regarding the strategy of each social media networking site is to take 
advantage of paid ads, which must differ depending on the social media and the target group. 
For example if the company wants to target another country or different segments, must 
create different campaigns. 
 
Having in mind the risk management of Tsakiris Mallas, all the comments and direct 
messages must be answered politely, regardless of the consumers’ language. The replies must 
be formal, but always in a friendly tone. To comments, such as “<3” or “I want these shoes”, 
the right reply is either a reaction to the comment or an emoji. Customers like companies that 




5.3.1. Inbound blog 
 
In the “about us” section of the e – shop, although the company quotes: “...but mostly 
demanding younger audience and helps it manifest its voice, via its stylistic choices”, Tsakiris 
Mallas does not maintain a blog. This gives us a footing to propose the creation of one to be 
included as a section in the website. 
 
Regarding the content of the blog, it must contain articles regarding the company’s 
news (e.g. new campaigns, new things coming up, events, and collaborations) and styling tips 
(e.g. how to style over the knee boots, which bags are hot trend this season, etc.). It is important 
to show to the customers that they can depend on the brand not only for its quality of products 
or the good prices, but also for their opinion on how to style up the products. There is no need 
to write on the blog on a daily basis, twice a week will be enough to create engagement and 
introduce something new to consumers. 
 
A blog gives the opportunity to interact with the customers on the comment section. 
Also, a vital factor to create a blog is that in this way it is possible for the company to discover 
things related to its customers that hasn’t noticed before. 
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5.3.2. Outbound blogs 
 
The best thing in the fashion industry is that the influence someone might has on 
consumers is huge. Everything depends on who wears what, and it is true that Tsakiris Mallas’ 
customers are fashionable people, and if not they for sure want to be in fashion and try to be 
aware of all the latest trends. 
 
On the one hand Tsakiris Mallas does not collaborate with any fashion or lifestyle 
blogger, and does not create collaborative giveaways or events, something that we recommend 
to start doing. On the other hand, the selection of the blogger/influencer must be done carefully 
because not all bloggers/influencers are suitable for every company. 
 
We must mention here that an influencer does not have to be a blogger necessarily, it 
could be a celebrity for example, and as a matter of fact the company already does that by 
working with TV hosts. This covers only one of the target groups that the company has set, the 
34 to 45 years old segment. Another major one that we propose to target by exploiting 
influencers is the 25 to 34 years old segment, which is the social media generation, and is 
affected more when bloggers and influencers wear the products. 
 
5.4. Review pages 
 
 
5.4.1. Inbound reviews 
 
What is missing from the e – shop is the review on every product, something we 
recommend to include. As Tsakiris Mallas maintains a “community” section on its Facebook 
page, it can also create similar reviews for the products of the e – shop, in which customers 
can write a review regarding the products, customer service and the company in general. It is 
crucial to say in terms of risk management that it is important for the company to be able to 
respond to reviews and comments, whether they are positive or negative, and be ready to face 
them all. 
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5.4.2. Outbound reviews 
 
As far as the outbound reviews are concerned, Tsakiris Mallas has no presence in 
aggregators and so there are no outbound reviews. We suggest the company to have presence, 
and be able to get reviews. 
 
5.5. Long term proposals 
 
Taking into consideration the provisional long term objectives we set for the brand, 
there is an opportunity for Tsakiris Mallas to expand into new markets. Regarding Global 
Market Finder tool, we found that the most suitable markets to expand are France, Japan and 
the U.S. 
 
According to the second objective, which is the creation of a mobile application, we 
strongly recommend to create one, because its main customers use their mobile phones on a 
daily basis, for multiple purposes. 
 
As it was mentioned, the company’s main target group is customers between 25 to 34 
years old, but taking into consideration that this is only one of its segments, we propose to 
increase its brand awareness to the other ones as well. 
 
Also, it is of high importance to maintain a monthly calendar for all the social media. 
Everything must be scheduled before they are uploaded; the posts, the paid advertisements, 
when the ads will start, their duration, and the blog posts. 
 
To sum up, we advise the company after five months to reassess the strategy we propose 
and observe the results, using the company’s insights and Google analytics. 
66 | P a g e 
Sofia Saropoulou | Digital Marketing Strategy in Fashion sector 
 






On the Discussion chapter we made our evaluation regarding the improvements we 
traced that must be done in the company's current strategy. To conclude our findings, we 
strongly recommend that the company must change its digital strategy on social media. To be 
more careful regarding the campaigns, advertisements, posts, bad reviews and reactions 
coming from customers. 
 
Regarding the proposals made for Tsakiris Mallas, we expect in a 6 months period to 
have an 8% increase of its brand awareness through its digital presence on social media 
platforms. 
 




E – shop 
Improvements Proposals 
 Redesign the e- shop 
Make it friendly for people with 
disabilities 
Social media networking sites 
Social media Improvements Proposals 
Facebook Post with a schedule 
Content on the “welcome” section 
Boost the “community” section 
Keep posting relevant content 
Observe customers’ reactions 
Have real – time interaction with 
the customers (live streaming) 
Twitter Post with a schedule 
Specific times per week 
Keep the account active 
Use of hashtags, relevant with the 
industry and the company itself 
No more than three to four hashtags 
pre tweet 
Use links instead of write a tweet, 
because of the 140 – character 
limitation 
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  Involve customers by asking 
questions or create a poll 
Retweet other people’ tweets (e.g. 
celebrities) 
Instagram High quality content (analysis of the 
images and videos) 
Use hashtags, but as a comment, not 
in the description of the post 
Live streaming through Stories 
Upload more Insta Stories daily 
Connect Insta Stories with links 
(e.g. the e – shop) 
Upload more images/videos in a 
single post 
Make the post seem more 
interesting 
Pinterest  Erase everything and create it from 
the beginning 
Less boards with more pins 
Creation of not only boards with 
products, but also inspirational 
boards 
Don’t limit the boards only with the 
company’s products 
Good quality of the images 
Use relevant keywords, for the 
boards’ titles and the descriptions of 
the pins 
Connect every pin with a link (e.g. 
YouTube) 
Mix the social media to bring traffic 
to Pinterest 
Google+ The company is inactive, so we 
have n improvements here 
Delete the account 
LinkedIn Erase posts that are not valid 
anymore(e.g. the job position) 
Maintain it as it is 
Post when there is a job opening 
Blogs 
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Inbound The company doesn’t maintain a Create a blog 
 blog yet Content relevant with the industry 
and the company 
  Provide styling tips; how to mix and 
match the company’s products 
  Upload twice a week 
  
Interact with the customers 
  through the comments 
Outbound The company doesn’t have much 
mentions in other people’ blogs 
Build relationships with more 
bloggers 




Inbound No review on the products Boost the “community” section on 
Facebook 
Have ready answers to respond in 
customers’ reviews 
Outbound There are no referrals in 
aggregators for the company 
Get involved with aggregators 
Get reviews 






For this study we faced some significant limitations. Firstly, the company was not able 
to conduct with us the interview and deliver the analytics. Secondly, the research was limited to 
the free available information found by the company's e - shop, and social media. Through 
observation we used data, given by the use of multiple free tools. Another limitation is that 
the data regard only the last three months (August to October). It is worth mentioning that 
seasonality occurs in the fashion industry, but this does not affect the analytics derived 
through the observation for this study, because they are referred to three 
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months which do not include holidays or special offers, apart from the regular sales on August, 
something that usually affect the insights. 
 
Despite the limitations we faced, as in this thesis was developed and answered how 
brand awareness can be increased through the use of social media, it also creates an opportunity 
for other researchers to make a research on digital marketing strategies regarding how brand 
awareness through social media affects consumer behavior in the Fashion industry, not only in 
Greece but also abroad. 
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Their results showed 
that   consumers 
usually search among 
ten to fifteen product 
alternatives.  While 
the ranking and filter 
tools offered by the 
retailer  can    help 
customers    reduce 
search costs,   these 
tools also concentrate 




the firm. (case 
study) 
- Kannan P. 






and UGC - How 




The results showed 
that negative eWOM 
is more influential 
than positive eWOM, 
whereas the reverse is 
true for observational 
learning. 




- How should 
Kim, and Mela 
(2016) examined 
customer online 
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 search engines search behavior for    
price and rank multi-attribute, 
keywords? - differentiated durable 
How should goods such as 
advertisers cameras, and found 
choose specific that on average a 
keywords and customer conducts 14 
bid on them? searches online 
 across multiple 
 brands, models, and 
 online retailers over a 
 2-week period. 
 However, the 
 extensive search is 
 confined to a small 
 set of attributes and 
 70% of the customers 
 search and purchase 
 within the same 
 online retailer. They 
 also found that 
 customers first search 
 with generic 
 keywords and narrow 
 down to specific 
 keywords. 
2 Social media: Specifically, firms Optimization- - Tiago, M. 
 Are firms being should seek to partition  T. P. M. B., 
 pulled or develop digital method.  & 
 pushed? relationships using   Veríssimo, 
  promotional The  J. M. C. 
  strategies that perspective of  (2014) 
  emphasize the co-    
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  creation of content 
and meaning. 
the firm. (case 
study) 
  




fares best under 
liquefied 
conditions? 
No findings Based   on 
practitioner 













when much of 
the added value 
in offerings is 
derived from 
information? 
    
  
RQ1c: Does the 
marketing 
function gain 
within the firm 
under 
conditions  of 
permeable firm 
borders? 
    
 




conditions  of 
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RQ2b: Can we 
sense that the 
consumer is 
about to buy? 
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tension in that 
two or more 






models  are 
useful for 
understanding 
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 consumption 





posting    a 














lead to higher 
brand recall? 
 





structure   of 
product 
reviews? 
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 RQ6e: What 
factors 












types of game 
elements 





marketers,  or 
the adherents of 
another 
discipline, end 







up as  the 
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up as the 




up as the 
experts in video 
mining? 
    
4 How to 
implement and 
measure the 
success of e – 
mail marketing 
campaigns 
Best way to measure 
is an evaluation of 
collected data after 
the user clicks on the 
e-mail address and 
redirects it to the 
Web. In this context, 
it is very useful and 
also the most 
common Google 
Analytics. 
As a method 
for user 
testing was 
selected a free 
observation 
method. 






constitutes   big 
data,   what 
metrics define 
the size  and 
other 
characteristics 
The paper first 
defined what is meant 
by big data to 
consolidate the 
divergent discourse 
on big data. The 
paper's primary focus 
This  paper 
presents   a 
consolidated 
description of 
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 of big data, and has been on analytics from   
what tools and to gain valid and practitioners 
technologies valuable insights and 
exist to harness from big data. We academics. 
the potential of highlight the point  
big data. that predictive  
 analytics, which  
 deals mostly with  
 structured data,  
 overshadows other  
 forms of analytics  
 applied to  
 unstructured data,  
 which constitutes  
 95% of big data. We  
 reviewed analytics  
 techniques for text,  
 audio, video, and  
 social media data, as  
 well as predictive  
 analytics.  
6 Web analytics The data are stored Using data - Kent L. M., 
 tools and their by Google and can be from four  Carr B. J., 
 potential for compared over time organizations  Husted R. 
 improving to help Web (academic,  A., & Pop 
 website managers improve professional,  R. A. 
 effectiveness the effectiveness of governmental,  (2011) 
 and websites, and and activist)   
 organization– managers make    
 public decisions about    
 relationships campaign    
  effectiveness. The    
  data gathered by    
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  Google Analytics can 
be used to determine 
which pages on an 
organization's 
website are the most 
popular  or most 
accessed, what type 
of information 
visitors to the site are 
interested    in 
accessing, what path 
visitors take as they 
navigate to and away 
from    an 
organization's 
website, how much 
time they spend on 
the site, etc. 
   
7 How an 
organization 




The participants from 
Machinery and Paper 
considered WA to 
make their DM more 
measurable but noted 
that the greatest 
benefit was being 
able to track how 
many people visit 
their website and how 
much traffic different 
marketing actions 
attract to the website. 
Case study 
approach was 
selected as the 
research 
strategy 
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  In    comparison, 
Steel's    participants 
reported     multiple 
major benefits from 
using   WA: First, 
Steel's marketers are 
now able to measure 
financial outcomes of 
DM and demonstrate 
their contribution to 
top   management. 
Second,          the 
marketers are much 
more aware of the 
relative effectiveness 
of various   DM 
channels and actions 
to attract visitors to 
their website. Third, 
Steel's marketers 
have     a    better 
understanding of the 
type of content that 
attracts     potential 
customers to interact 
with  the company 
and which customer 
actions at the website 
indicate    customer 
interest in the 
company's offerings. 
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8 How are the 
websites found 
by users? 
Direct traffic was the 
most common way of 
entering the website 
on 
Fødevaredatabanken 
and especially for 
CH-NWDB, where it 
was almost the sole 
means of access. 
Tested the use 
of GA   on 
three food 
composition 
websites – in 
Denmark, 
Finland,  and 
Switzerland 





 What is the 

















How often do 
users  come 
back to   the 
website   (and 
how many new 
users    are 
there)? 
 
The results show that 
web pages relating to 
the navigation were 
used more often than 
other types of web 
pages.      However, 
when the  visitors 
found   the  “real” 
content (e.g. food or 
nutrient    compound) 
they were probably 
looking     for,  they 
spent  considerably 
more time on such 
web pages. 
 
Visitor loyalty was 
used  to  indicate 
whether the content 
provided and the 
layout of the websites 
were found  to  be 
sufficiently adequate 
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and reliable by the 
visitors that they 
were willing to return 
to consult the website 
again. About half of 
the visitors visit the 
website only once but 
about 15–20% of the 
users visited the 
website more than 
nine times. 
   
   
The referring sites 
from which the 
visitors arrive at the 
websites give 
information about the 
interests of the 
visitors. We used the 
average time spent on 
a page to indicate 
how important a 
source our websites 
were to the different 
visitor groups. In 
addition, the number 
of visits is a rough 
measure of the 
popularity of the 
websites among the 
different visitors. The 
visitors who spent 
most of the time on 
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were used to 
visit our 
websites? 
the study   websites 
seemed    to   be 
interested in subjects 
like food education, 
home cooking and 
gardening, and health 
and lifestyle. Also the 
visitors  of   product 
promotion   websites 
and the readers of 
personal websites or 
blogs  were   an 
important user group. 
The low bounce rates 
indicate  that  the 
website is relevant to 
the visitor. 
   
  
The    traditional 
workstation was the 
most common device 
used to visit the study 
websites      (98.0– 
98.5% of visits). The 
amount  of  mobile 
users was in general 
very low on the study 
websites   (1.5–2.0% 
of visits)  and  the 
number of pages per 
visit was    also 
considerably   lower 
compared with other 
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  types of devices. The 
visitors using tablet 
computers, however, 
visited about the 
same number of 
pages or even more 
pages (per visit) than 
users of workstation 
computers. 
Moreover,  the 
bounce rates seemed 
to be at about the 
same level. 
Currently, the total 
number of visitors 
using tablet 
computers was quite 
insignificant (only 
0.1–0.2% of the 
visits). 
   
9 How to design 
and deliver 




superiority of a 
vertical organization 
of merchandise (e.g., 
vertical arrays of 
multiple beverages in 
a cold case result in 
more purchases than 
the same beverages in 
a horizontal display). 
Vertical   displays of 
towels,      versus    a 
This  paper 
introduces 








- Grewal, D., 
Roggeveen, 
A. L., & 
Nordfält, J. 
(2017) 
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  diagonal display, 
resulted in a more 
than 90% increase in 
product pick-ups by 
customers. 
   
10 How digital A significant degree Interviews - Escobar, A. 
 technologies of influence of the net with  (2016) 
 affect consumer is identified in the consumers   
 behavior decision-making. It    
  follows that    
  consumers are highly    
  visual and dynamic,    
  which suggests a    
  multichannel    
  presence for the    
  brands. The level of    
  knowledge on the    
  brands and products    
  is high; however,    
  information is    
  obtained in a    
  different way    
  according to age,    
  since taking into    
  account only online    
  sources, the use of    
  social networks is    
  greater in the    
  Millennials group    
  than in the Baby    
  Boomer group. In    
  some cases, (less than    
  half), this last group    
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  related the brand 
online presence with 
quality. 
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